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Abstract 
Todays, with the advent of information technology, internet has provided an opportunity for 
businessmen to trade. Customer knowledge is one of the success factors of these web-based 
businesses. Acquisition, facilitation and development of the customer knowledge can ascertain the 
competitive advantage for the organization. This advanced innovative knowledge can provide the 
needed infrastructure for upcoming future knowledge. It may also cause continuous improvement of 
existing products/services or even help the enterprise to produce new products or services.  
Therefore, the success and growth of the organization depends on customer knowledge management 
through which the customer knowledge is used to improve all business processes. Considering the 
importance of the customers’ knowledge, web-based businesses have to recognize opportunities to 
collect information from customers and transform it into knowledge, and eventually use this 
knowledge in business processes. The objective of this study was to determine the amount of 
customer knowledge management in Web-based businesses in Tehran in 2014-2015. This is a 
descriptive – applied and quantitative study.  A questionnaire was used to collect data. The study 
sample consisted of 2064 managers as well as staff of Web-based businesses in Tehran chosen from 
the development of e-commerce center registration list. The sample size was 341 respondents that 
were determined according to Morgan and Cochran formula that received and completed the 
questionnaires. Results showed that the level of acquisition, processing and the use of customer 
knowledge in web-based businesses in Tehran in 2014-2015 was lower than expected and the 
distance between the current situation and the desired situation is significant. Based on available 
evidence and by relying on the views of managers and experts in the field of internet business, it can 
be acknowledged that yet the customer knowledge acquisition in these companies requires special 
attention. The results showed that much effort should be done to achieve the desired objectives.  
Keywords: Customer Knowledge Acquisition, Customer Knowledge Management, Web-
based Businesses 
Introduction 
The purpose of knowledge management is to collect knowledge of customers and clients, 
and firm then applies this knowledge to help other customers (Mira & Farhangi, 2011). The process 
of customer knowledge management concepts and technology is to help organizations understand 
customer and serving and learning from them (Gibbert, 2002). Organizations need to have an IT-
based information and knowledge about the customer's point of view to respond to customer needs 
(Wood Robert, 2003).  The Web clients' more choices are the best prices and choices. At the same 
time, this technology allows businesses to reach more customers and understand them and provide 
world-class online to them. Web businesses particularly obtain customer data facilitates (Lee, 
Cheung, Lim, & Sia, 2006). The advent of the internet and the rapid growth of e-commerce are 
changing the nature of business.  E-commerce includes advantages for companies and in order to 
obtain these benefits; they should use websites with a high level (Hashemi, & Hajiheydari, 2011). 
Customer knowledge is one of the success factors in web-based businesses. it will facilitate 
the development of competitive advantage for the organization. Continuous improvement and 
building products / services are for business (Kumer Roy, & stavropoulos, 2007).  Knowledge of the 
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customer refers to structured or simple data about customers (Garcia-Murillo, & Annabi, 2002). 
Knowledge should be continuously changed, but change is not enough. Change should be based on 
the collection (acquisition) of appropriate data from external and internal environment (Rahnavard 
& Mohammadi, 2009). Also, knowledge of customers actually refers to the expertise of clients who 
are using a product or service and they can be as equal partners when the changes or improvements 
are discussed (Gebert, Geib, Kolbe, & Brenner, 2003). The first stage of knowledge management is 
customer acquisition and customer knowledge. In the first step, business should be used as the 
criteria for assessing customer knowledge acquisition process. The purpose of this study was to 
determine the level of customer knowledge acquisition in web-based businesses in Tehran. 
Materials and methods 
A questionnaire was used to collect data. Customer knowledge acquisition has nine 
components and five-choice Likert scale was used.   Meanwhile, people were asking each other 
questions regarding the current state of business and also in terms of how they intend to respond to 
every question. The study sample consisted of managers and experts of web-based businesses and 
the sample size (341 people) was determined and analyzed according to Morgan and Cochran 
Formula. Statistics is the number of web sites has been registered in the development of electronic 
commerce which is 4672. The number of cases in Tehran is 2064.  In order to assess the validity of 
the questionnaire, it was developed and then the researcher asked some teachers for evaluation; after 
receiving the feedback, corrective actions were taken with the final professors and advisors. To 
assess the reliability of the questionnaire, 20 subjects in two phases within two weeks were 
calculated by using Cronbach's correlation coefficient which was determined to be equal to 90%. All 
information was analyzed by using computers and SPSS software (version 16). 
Results  
By using one sample t-test scores, customer knowledge acquisition in web-based businesses 
shall be tested based on the opinions of the sample with the expected score (3). These indices were 
initially reported. 
Table 1. Statistical characteristics of customer knowledge acquisition in web-based businesses 
Statistical Indicators Component Number Mean Standard deviation SEM 
Customer knowledge acquisition in web-based 
businesses 
341 2/77 0/61 0/03 
Based on the opinions of the sample, the obtained mean (2/77) of customer knowledge 
acquisition in web-based businesses shows that the expected mean level is lower than0/05. One 
group of student t-test was used to answer this question. 
Table 2. The results of the t - test for customer knowledge acquisition in web-based businesses 
Variable Expected value for the test = 3 Difference at the 
level of 95% 
Acquisition of Customer 
Knowledge in Web-
Baesd Businesses 
Value t Degrees of 
freedom 
Significant level Difference minimum maximum 
-6/888 340 0/000 -0/23 -0/29 -0/16 
Based on the results obtained from t-test, given the calculated t (-6/888) of the critical t-value 
table is smaller than (1/96). Therefore, with 95% reliability, mean statistical sample of customer 
knowledge acquisition in web-based businesses (2/77) and with expected mean (3), in answer to the 
first question, it can be argued that the statistical sample, the level of customer knowledge 
acquisition in web-based businesses is less than expected. (P <0/05) In this section, the mean scores 
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of customer knowledge acquisition in web-based businesses in the current state and the desired state 
is provided based on the opinions of a sample. 
Table 3. Statistical indicators of customer knowledge acquisition in web-based businesses in 
the current and desired 
Index Variable The present situation Good condition 
Average Standard deviation Average Standard deviation 
Customer knowledge acquisition 2/77 0/61 4/57 0/38 
The results in Table 3 indicate that the mean customer knowledge acquisition is equal to 2.7 
and in the optimum conditions the mean is equal to 4.57. 
In this section in order to specify which of the components related to the customers' 
knowledge acquisition is better in the good condition, the total score of each component and mean 
are reported separately. 
Table 4. Total score and mean of customer knowledge acquisition components of the current 
and desired situation of web-based businesses 
No Question The present 
situation 
Good condition 
 
Total score Mean Total score Mean 
1 Survey of visitors 651 1/91 1581 4/64 
2 The survey of the site before the product / service 517 1/52 1492 4/38 
3 Possibility of direct dialogue with the client manager 
(run) Site 
1067 3/13 1598 4/69 
4 Possibility of dialogue with other customers (forum) 509 1/49 1466 4/30 
5 The data collection and purchase transactions with 
customers on the Web (e.g., number of purchase, the cost, 
etc.) 
1260 3/70 1601 4/70 
6 The basic data collection by the customer membership or 
enrollment system (such as name, address, email, phone 
number, etc.) 
1428 4/19 1616 4/74 
7 The use of funds feedback 1127 3/31 1538 4/51 
8 The use of cookies on this site (Cookies: The ability to get 
customer behavior, such as the pages opened by them) 
1086 3/18 1555 4/56 
9 The use of social networks (both local and foreign) 861 2/52 1579 4/63 
The results in Table 4 show the current status of customer knowledge acquisition 
components. The basic data collection is by the customer membership or registration system (such 
as name, address, email, phone number, etc.). The results in Table 4 illustrate that the basic data 
collection by the customer membership or enrollment system (such as name, address, email, phone 
number, etc.) with 1616 points has the highest score and  possibility of dialogue with other 
customers (forum) with 1466 points has the lowest score. 
Conclusion 
A study was conducted by Kumar (2007) on two banks in Sweden which show that Swedish 
bank (the Bank of Sweden) are the most common and the only way to collect customer data, 
purchasing and transactions with clients. The Bank is not used only through online communities to 
gather customer data. 
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Also, based on available evidence and relying on the views of managers and experts in the 
field of internet business, it can be acknowledged that the customer knowledge acquisition in these 
companies still requires special attention and it seems there are many obstacles in the way of full 
deployment of the companies. The results showed that much effort should be done on the desired 
place in some areas (including surveys, online communities and social networks) to achieve the 
desired objectives.  For this purpose, benchmarking and experiences of domestic and foreign 
companies that have a longer history can be helpful for newly established companies in the field of 
internet businesses in the implementation process of managing customer knowledge. Therefore, it is 
recommended that the newly established companies in the field of internet businesses which still 
have not developed strategies for managing customer knowledge exploit from the experiences of 
companies that have more experience.   
Meanwhile, researchers and students are offered to identify customers to be successful in the 
field of knowledge management and conduct qualitative research. They can also identify barriers on 
topics such as customer knowledge management in e-commerce space and identify key success 
factors for implementing knowledge management in e-commerce environment to study the client 
application elsewhere. 
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